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HIGHLIGHTS OF JUNE DIRECT MAIL NEWS 


(1A HOT MONTH was June... 
in Washington. They say it was 
the hottest weather in seventeen 
years. But the real heat was in 
Congress. 


As predicted previously in The 
Reporter, Congress “went after” the 
information bureaus. Many of the 
bureaus were at a complete stand- 
still while officials appeared before 
Congressional Committees. 


The final situation stacks up 
about like this. Many of the bu- 
reaus are left without funds to tell 
the public how it can help on the 
home front. Many of the Agencies 
have been crippled in effectiveness 
by the negative publicity. The OWI 
has been saved in skeleton form. 
The Campaigns section under Drew 
Dudley (Office of Planning Coordina- 
tion) will continue to function. 


Private industry’s advertising is 
now needed more than ever to tell 
the people about essential wartime 
projects, such as conservation, elim- 
ination of travel, anti-inflation, etc. 
This Congress demonstrated that it 
didn’t believe in a _ stream-lined, 
counter-propaganda (they hate that 
word) effort for these United States. 


The Graphic Arts Victory Com- 
mittee and the War Advertising 
Council will be busier than ever 
before. They will fill the gap left 
void by closed or restricted infor- 
mation bureaus. The two organiza- 
tions are working jointly with the 
OWI to show advertisers how each 
essential project can be helped by 
skillful advertising. 


Be on the watch for those bulle- 
tins. The one on “Absenteeism” 
has been released. “Recruitment of 


Women Workers” is on the press. 
“Winterizing of Homes” is likewise 
on the press. Ready for the printer 
is special booklet on “Security of 
War Information” campaign. There 
will be others on Anti-Inflation, Nu- 
trition, Transportation, Housing, 
General Conservation, etc. 


This reporter can report that the 
advertising fraternity is very much 
on the job in Washington .. . and 
there seems to be concerted team- 
work. 

Hi. Hi. 


_|REDUCING ABSENTEEISM ... 
a 16 page, 8%”x11” booklet ex- 
plaining how advertisers can help 
to reduce absenteeism is now avail- 
able, either from the Graphic Arts 
Victory Committee, 17 East 42nd 
Street, New York 17, N. Y., or from 
the War Advertising Council at 1010 
Vermont Avenue, N. W., Washing- 
ton, D. C., or 60 East 42nd Street, 
New York, N. Y. This is the first 
joint-prospect bulletin to be released 
by the OWlI—the War Advertising 
Council and the GAVC. It gives a 
complete background of the ab- 
senteeism headache, the possible 
cures and shows how all forms of 
advertising can be used to help in 
the production fight. Two pages are 
devoted to explaining the useful- 
ness of printed promotion and di- 
rect mail. Copies are being dis- 
tributed to all national advertisers, 
industrial advertisers, advertising 
agencies, to members of the Direct 
Mail Advertising Association and 
other trade associations. If you 
have not received a copy through 
your association, better be sure to 
write for one. 


_]| WANT TO TAKE A 3,000 MILE 
TRIP IN AN EASY CHAIR? Then 
try to get a copy of the 24 page, 
8%”x11” book entitled “Make 
Friends with Mexico,” issued by the 
American Airlines, Inc., 100 East 
42nd Street, New York City. 


This is another example of direct 
advertising at work in wartime— 
this time, to help American Airlines 
in establishing its new direct inter- 
national service to Mexico. 


While it’s definitely “un-adver- 
tisey,” we think you’ll find it inter- 
esting, learn things you never knew 
before about our good neighbor to 
the south. But besides awakening 
within you a new consciousness 
about Mexico, we think (as you near 
the last leg of your trip, along 
about page 24) that you'll auto- 
matically begin to associate Ameri- 
can Airlines with Mexico. Which, 
of course, is one purpose of the 
booklet. 


|] SPEAKING OF SHORT, POWER- 
FUL LETTERS .. . I like the per- 
sonal letters sent by W. Arthur Cole, 
managing director of the New York 
Photo-Engravers Board of Trade, 60 
East 42nd Street, New York City, 
to his Congressmen and Senators, 
especially the one to Senator Mc- 
Kellar of the Senate Appropriations 
Committee ... on the OWI situa- 
tion. Here it is: “Just cannot be- 
lieve any balanced patriot would 
think of discontinuing OWI. What 
a help that would be to our enemies! 
You are urged to vote to restore 
funds. Let’s be calm and not polit- 
ically hysterical.” 


Note: That’s saying a mouthful 
with a few words. 
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While making many vital contributions to every 
war front, Champion also renders the best possible 
wartime service to civilians at work and in their 
homes. Paper has stepped into numerous emergency 
situations created by war’s increased demands upon 
other, scarcer materials. It protects food, medicine, 
and milk; packages cosmetics and other goods; 
blacks out windows; makes war bonds and ration 
stamps. In war as in peace, all the skill, 
facilities and resources of Champion are 
dedicated to the service of all America. 
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NEW DEPARTMENT 


HOW ADVERTISERS ARE TYING-IN 
WITH ESSENTIAL WARTIME PROJECTS 


From now on THE REPORTER will publish each month, brief items 
commenting on the most noteworthy pieces of printed promotion sent 
to us by readers ... and which are tied in directly with one. or more of 
the essential wartime projects described in the Guide Book issued by 


the Graphic Arts Victory Committee. 


The Union Fork and Hoe Com- 
pany, Columbus, Ohio, issued a 16 
page, 6” x9” booklet, printed in 
green, entitled “How to Make a Vic- 
tory Garden.” One of the best yet 
on the subject. 


* * * 


The Firestone Tire and Rubber 
Company, Akron, Ohio, issued a 24 
page, 6%” x 4%” booklet, printed in 
brown and green, entitled “Helpful 
Information for Growing a Success- 
ful War Garden.” Written in human 
interest style and cartoon illustrated. 


* * * 


The American Newspaper’ Pub- 
lishers Association, 371 Lexington 
Avenue, New York 17, N. Y. (Mech- 
anical Department), cooperated with 
the ODT by holding its 1943 con- 
vention by mail. One of the most 
interesting features was the set of 
five questionnaires in one mailing. 
Each questionnaire covered one de- 
partment, as follows: stereotype, 
mailing room, engraving, composing 
room and press room. A total of 95 
questions on the five questionnaires. 
Later on the answers will be sum- 
marized and sent to all participants. 


* * * 


The Hartford Machine Screw Com- 
pany, Hartford, Connecticut, has 
done a most interesting and unusual 
morale building job. Issued an at- 
tractive 56 page, 6”x9” booklet, 
entitled “Letters to Hartford Ma- 
chine Screw Company from Former 
Employees Now in Service.” Main 
body of the booklet is composed en- 
tirely of actual letters. There is a 
one page introduction and a ten 
page index, giving the addresses of 
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all former employees now in the 
service. Talk about human inter- 
est. This booklet is full of it. 


* * * 


The Central Manufacturers’ Mu- 
tual Insurance Company, Van Wert, 
Ohio, through its secretary, Paul W. 
Purmort, substituted a convention 
by mail for its annual meeting of 
agents. The opening shot letter is 
well worth reproducing here. At- 
tached to the top of the letterhead 
was an actual cigar. Attached to 
the left hand margin was an actual 
five cent piece. Attached to the 
bottom right hand margin was a 
cellophane envelope containing two 
aspirin tablets. Here’s the letter: 


This is the first time in eleven 
years that The Central has not had 
the boys in for an annual round-up, 
but due to the war, congestion of 
travel, the lack of food, the short- 
age of manpower and many other 
reasons, we've decided to call off 
the sales conference. Instead, I am 
enclosing our Mail Conference which 
I am sure you will enjoy. 


Enclosed you will find a brand- 
new nickel. This is to buy your- 
self a bottle of Coca-Cola. Here, 
too, is a good cigar. Now the way 
to enjoy this Mail Conference is to 
pick out a nice comfortable chair, 
light up your cigar and have your 
Coca-Cola handy, because there is 
plenty of reading matter. We sug- 
gest that you read it out loud. 


Let your memories carry you back 
to the Home Office where you are 
meeting the new men for the first 
time—Jim Braden, Aaron Dupuy, 
Fred Cornelius and Jack Tracey. 


Gone but not forgotten are Sam 
Coldwell, O. J. Schooley, Sid Mur- 
ray, Carl Nelson and Trig Larson. 


We’re all out to do a big job— 
to write $6,000,000 in premiums— 
and we know we can do it, but it 
takes cooperation on the part of 
everyone, from the President down, 
and we’re depending on your whole- 
hearted support. 


After you’ve read the speeches 
and enjoyed the cartoons and an- 
alyzed the figures, I am sure you 
will appreciate what a job we have. 
It can be done. It may cause a 
headache, so I’ve included a couple 
of aspirin, just in case. 


Don’t fail to look over this year’s 
Mystery Contest. There is plenty 
of opportunity to win for yourself 
extra cash, a $25.00 Government 
Bond given each month to the win- 
ner, and everybody has an equal 
chance. Get an early start. Don’t 
get side-tracked for your part of 
the program is to fill your quota 
of $462,000 of good business. We 
know you can do it. 


The mail conference itself was a 
loose leaf booklet, measuring 
54%”x8%” with all proceedings 
mimeographed. A fine job. 


* * * 


The Aleph Zadik Aleph, B’nar 
B’rith Youth Organization, 1003 K 
Street, N. W., Washington, D. C., 
is holding its annual convention by 
mail. We have seen a few of the 
first pieces and they are excellent, 
some printed and some mimeo- 
graphed, reporting all “meetings.” 


(Continued on Page 4) 








H. H. Cowie, president of Curtis 
1000, Inc., St. Paul, Minnesota, sends 
us samples of banking-by-mail 
units. They are putting on a big 
drive to induce people to bank by 
mail . .. particularly in the rural 
areas where driving distances are 
great. Even though it is a com- 
mercial undertaking, this campaign 
is surely cooperating with the gaso- 
line and tire conservation program. 
If interested you might write to 
Mr. Cowie for samples. 


* * * 


The Association of Army and Navy 
Stores, Inc., 730 Fifth Avenue, New 
York 19, N. Y., through William 
W. Ayre, sales promotion manager, 
started its campaign on defense sub- 
jects as far back as November 1940. 
In every issue of their Directory 
(which is mailed to about 100,000 
persons per issue), there’s an edi- 
torial page on one important es- 
sential Victory project. 


* * * 


Bowey’s, Inc., 401 West Superior 
Street, Chicago, Illinois, produced 
and distributed a very excellent U. 
S. War Ration Chart for Victory. 
It is intended for the housewife ... 
so that she can keep a record of 
ration stamps, expiration dates, etc. 
There is a calendar attached. These 
charts were offered originally on 
the Bowey’s radio program for five 
cents, to cover cost of printing, post- 
age and handling. So far there has 
been a total of 58,000 nickels re- 
ceived. In addition, about a quarter 
of a million of the charts were dis- 
tributed through dairies free of 
charge. That’s a good example of 
advertising cooperating with the 
OPA. 


The Martin Cantine Company, 
Saugerties, New York, is devoting 
its space advertising to the theme 
“A War Message in Every Piece of 
Printed Matter” ... showing ex- 
amples of printed pieces tied in with 
war advertising. The advertisements 
also urge readers to get timely and 
reliable information either from the 
Graphic Arts Victory Committee or 
the War Advertising Council. That’s 
constructive cooperation. 


+ * - 
The National Minerai Woo! Asso- 
_ ciation, 1270 Sixth Avenue, New York 


City, is cooperating with the OPA 
and the WPB by publishing a special 
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supplement to its monthly h.m. 
“Performance.” The supplement is 
entitled “Fuel Conservation News” 
and shows the need for the conser- 
vation of fuel. It explains how to 
prepare homes for next winter. We 
suggest that anyone interested in 
the fuel conservation campaign write 
to Wharton Clay and get a sample 
of this excellent bulletin. 


* * * 


The Hardware Mutuals of Stevens 
Point, Wisconsin, through Paul G. 
Parkinson, report on several war- 
time projects campaigns. There is 
a motorist’s handbook—“‘A Guide 
to Car Preservation and Use” which 
is distributed by mail and through 
salesmen. There is a new booklet 
on “Industrial Safety Procedure” 
designed to help in manpower con- 
servation and proper plant safety 
methods. It is distributed by sales- 
men and safety engineers. There 
is a convention-at-home-by-mail for 
all the salesmen, and there are sev- 
eral other close tie-ups in the form 
of booklets or mailing pieces on va- 
rious types of insurance. We would 
say that the Hardware Mutuals have 
gone “all-out” to support the Vic- 
tory projects. 


* * a 


John Larmer of the Standard Reg- 
ister Company, Dayton, Ohio, reports 
that they reversed effectively the 
slogan “A War Message in Every 
Ad” to “Every Ad a War Message.’ 
(And that’s good.) John also sends 
a very interesting report on Ab- 
senteeism and measures for control. 
It tells all about a record system 
designed by the Standard Register 
and now being used by more than 
a hundred of America’s leading in- 
dustries. It is worth writing to John 
Larmer for a copy. 


* * * 


Leslie H. Browder of the River- 
side & Dan River Cotton Mills, 
Danville, Virginia, sends us an ex- 
cellent 6” x9” 32 page booklet en- 
titled “How to Take Care of Your 
Ciothes.” It is printed in brown 
and green. Excellent example of a 
tie-up with the conservation pro- 
gram. If you want a copy, better 
write to the New York office at 40 
Worth Street. 


* * * 


The American Type Founders, 
Inc., 200 Elmora Avenue, Elizabeth 


3, New Jersey, have just issued an 
excellent 7”x10” 24 page booklet 
entitled “Inflation in One Easy Les- 
son.” Written by Harry Scherman. 
Nearly all right hand pages are 
complete two color cartoons, illus- 
trating the text. The booklet con- 
tains an interesting story told in 
language that anyone can under- 
stand. 


* * * 


C. §S. Acton of Reincke-Ellis- 
Younggreen & Finn, 520 North 
Michigan Avenue, Chicago, sends us 
an 80 page, 4” x6%” booklet which 
is definitely doing an over-all job. 
It was published by the American 
Chain and Cable Company, Inc., 
Bridgeport, Connecticut, and is en- 
titled ‘“‘How to Keep Your Wire Rope 
Working.” Because the critical con- 
dition of steel supply was refiected 
in a searcity of wire rope for proj- 
ects that lacked the highest priori- 
ties, this booklet was designed to 
teach the fundamentals of wire rope 
maintenance. The booklet lacks most 
of the embellishments one so often 
sees in Direct Mail. Mr. Acton tells 
us that this technique was delib- 
erate. It is strictly a piece of main- 
tenance literature ... one of a series 
of five sent out for distribution. It 
contains no selling material. 


* * * 


R. W. Denman, advertising man- 
ager of the American Machine and 
Metals, Inc., East Moline, Illinois, 
gets an award or something or other 
for the best looking printed piece 
of the month. A 56 page, 11” x 14” 
stiff cover book, entitled “Facili- 
ties.” Each copy numbered and in- 
scribed and issued to the following: 


a. The several hundred key men 
in the armed services and govern- 
mental bureaus who are concerned 
with the purchasing of heavy ord- 
nance and mechanical equipment. 


b. Managing executives of lead- 
ing manufacturing concerns who are 
prime contractors and known or ex- 
pected to seek sub-contractors. 
(Distribution to this group is im- 
portant in that production in war- 
time has taught both large and small 
manufacturers how to plan and pro- 
duce together—a system of coordin- 
ating production which may well 
continue into the post-war era.) 


(Continued on Page 6) 
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Printing and its side-kick Paper have certainly “won their wings” 
in the Nation’s war effort. They are still out to win a “chest-full”’ 
of additional merit medals for constructive cooperation in a thou- 
sand and one ways that will hasten Victory. Here at Northwest 
we contribute to this Cause through the zealous efforts of a loyal 
and highly skilled organization making papers needed for active 
service in many phases of war production and commercial life. 
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c. Company employees. Rapid in- 
crease in personnel (more than 
trebled since we began production 
of war goods seven months before 
Pearl Harbor) and high production 
quotas have precluded many em- 
ployee activities which normally 
tend to acquaint workers with the 
variety of jobs going through the 
plant. 


d. AM & M Salesmen, those now 
on the road and those who are 
now engaged in war work but who, 
upon return to calling upon cus- 
tomers, will be able to show graph- 
ically what the company did in war- 
time. 


Press work, typography, illustra- 
tions . . . wonderful. 


| MISTER, MISTRESS OR MISS? 
Here’s a thoughtful contribution 
from Bart Leiper, Manager, Adver- 
tising and Sales Promotion, Provi- 
dent Life and Accident Insurance 
Co., Chattanooga, Tenn. 


Now that the U. S. Post Office has 
called upon all users of the mails to 
add a zone number to addresses in 
order to speed up the distribution 
system in our major cities, this whole 
subject of facility in handling mail 
and correspondence naturally comes 
up for review. 


With more and more women coming 
into executive positions, requiring 
them to sign letters for business firms, 
isn’t it high time that something be 
done to facilitate the use of proper 
designations as to sex and marital 
state, for the benefit of the recipients? 


When a women writer merely signs 
her initials and last name, as so many 
of them now seem to prefer, she is not 
only slowing down the replies, but 
actually inviting the designation of 
“Mr.” 


Certain given names are applicable 
to both sexes, with slight spelling 
changes, so that this does not always 
furnish a sure answer. 


How quickly the situation could be 
remedied if all business establishments 
institute a fixed rule that their female 
letter writers have their proper desig- 
nation—Mrs. or Miss—typed below 
their actual signature or placed at the 
lower left-hand position where the 
dictator’s initials so frequently appear. 


Reporter’s Note: Would this make 
a good old-fashioned controversy? 
Women’s Ad Clubs please note. 
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VIEWING WITH ALARM 
DEPARTMENT 


Here’s another interesting letter 
on the new zoning situation. It 
comes from W. A. Hirsch of Hirsch 
and Allen (Flag Headquarters), 330 
Darby Road, Upper Darby, Penn- 
sylvania. Even though we’ve already 
straightened out Mr. Hirsch by pri- 
vate correspondence ... the letter 
is worth reprinting here to empha- 
size the point. 


Do you believe mailers of Third 
Class bulk matter should be required 
to route their mailing within each 
Post Office by Zone Number? 


Following a mailing of approxi- 
mately a thousand pieces to Newark, 
New Jersey—we received a Directory 
of Postal Zones within the Newark 
Post Office from the Newark Post- 
master, with a form requesting our 
co-operation in using Zone Numbers. 


We know the Post Office is short of 
help and this might expedite delivery 
of part of a bulk mailing. 


But so are we short of help and we 
feel that this sort of a job would be 
very costly to any advertiser and 
probably even then each mailing 
would show many Zone Numbers in- 
correct. 


Then what—we know that many 
carriers return Third Class mail to 
their local Post Office if there is the 
slightest trouble in locating an ad- 
dress. 


Such printed matter then becomes 
waste and is dumped into what the 
Post Office calls junk. 


In the end, we doubt that much time 
would be saved and in view of the 
general disinclination of carriers to 
pass back Third Class mail for correc- 
tion or to be given to another carrier, 
we feel that a great deal of good 
printed matter would be wasted. 


Unless the advertiser is willing to 
pay for the return of his undelivered 
Third Class matter, which in our case 
is not worth while. 


We use telephone directories to pro- 
vide the best possible street and post 
office addresses and we bundle all mail 
carefully. Each piece we send out 
costs from three to four cents and we 
have to buy printing in large volume 
to get down to these figures. 


We believe this part of the job can 
best be done at each local Post Office 
where they know more about their 
route and zone numbers than a clerk 
in our office could know—even if she 


was extra good in using local Zone 
Directories. 


If a clerk in our office were to be 
able to correctly determine 90 per cent 
of the zone numbers, we figure this 
would be a high average. 


Then what is to become of the other 
ten per cent. As is—there is plenty 
of waste in every mailing, no matter 
how carefully the names and addresses 
are selected. Let’s not kid ourselves 
about nearly perfect mailing lists. 


There just “ain’t no such animal.” 


So what—suppose we had to do this 
job for every Post Office. You can 
imagine the time and costs involved. 


Or take the case of a mailer using 
Addressograph plates. 


Should he be required to junk these 
valuable metal plates and replace 
them with new ones—even if he could 
get ’em? 


We are all for helping the Post 
Office, but it looks as if they haven’t 
figured this matter from any angle, 
but to help their own department. 


So it helps the Post Office and hurts 
the mailer. So where is the saving. 
You tell us, please. 


Reporter’s Note: We told Mr. 
Hirsch not to worry too much about 
the new zoning regulations. You 
must all realize that the post office is 
up against a tremendous problem. 
Postal clerks have nct been deferred 
as essential workers. It takes a 
long time to train a postal clerk so 
that he (or she) can distribute mail 
rapidly. The hardest job of distri- 
bution is to route the incoming mail 
to proper carrier zones. By placing 
the zone number in the address, the 
new and inexperienced clerks can 
speed up the mail distribution tre- 
mendously. The Post Office Depart- 
ment realizes the obstacles involved. 
They do not want you to scrap 
valuable material so you do not have 
to change your stencil list. Do it 
gradually as you get new names. 


If your local post office asks you 
to wrap your mail by zones, do it 
if you possibly can, because it will 
speed up your mail and it may help 
to prevent further restrictions or 
possible changes in the rate struc- 
ture. 
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U.S. MARINES... Give 'em Odds and Win 


“Leatherneck” they call him—leather tough in lungs, nerves, muscles. 
Smart and lightning quick, too—facing odds boldly—like a middleweight 
taking the measure of a giant in the ring. 

Always first to see action, your Marine effects a landing with all hell blaz- 
ing in his teeth. Breaches the unbreachable to clean out batteries . . . scales 
the unscalable to mop up guerrillas. No wonder the American Marine has 
to be picked off the top of the Nation’s barrel. 

Printers pick SPRINGHILL TAG because it is a 100% bleached sulphate surface- 
sized paper that can everlastingly take it—printed, typed, or written—for index 
dividers, tags, charts, schedule cards. 


INTERNATIONAL PAPER COMPANY 


220 East 42nd Street e@ New York, N.Y. a = 
PAPERS FOR PRINTING AND CONVERTING 
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Not much about Mail Order testing these days—but Mike Swartz of 
“Newsweek” made a talk at June meeting of the New York Mail Adver- 


tising Service Association which deserves more coverage. 
Felix Tyroler’s expert digesting. 


‘Question No. 1—What is a test? 


Answer: A test is a mailing, scien- 
tifically controlled, the purpose of 
which is to bring to the sender the 
answer to one important question 
about his product. 


Question No. 2—How should a 
test be made? 


Answer: You have to alternate, 
if you test two letters and send one 
to California and the other to Con- 
necticut, you haven’t made a correct 
test. Also, if you were to send let- 
ters to certain states chosen alpha- 
betically, you would probably dis- 
cover that one group of states hap- 
pens to be an industrial group while 
the other contains largely farming 
communities; and again you haven’t 
made a real test. Or, if you take 
names alphabetically in a list, giving 
one letter all of the C’s and D’s and 
another one all of the E’s and F’s, 
you still haven’t an accurate test. 
The only answer is that you must 
“alternate”, by which is meant that 
your letters take alternate names 
in each of the groups. 


Question No. 3—-What happens if 
you don’t alternate? 


Answer: You can’t depend on re- 
sults. Here Mr. Swartz showed a 
chart with the results from five dif- 
ferent letters tested out on four 
different lists. With one list letter 
No. 1 was the best, while in another 
letter No. 2 was the best puller, and 
the other lists showed other varia- 
tions. Under the circumstances it 
would be rather difficult to deter- 
mine which were the best letters 
and would produce the most cn an 
average mailing list. Had the mail- 
ings been “alternated” this confu- 
sion would not have happened. 
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Question No. 4—How big should 
a test be? 


Answer: This depends upon the 
size of your mailing, the size of the 
list available, and how accurate an 
analysis you need. Here Mr. Swartz 
called attention to the report pre- 
pared by Professor Brown in con- 
nection with Dickie Raymond, which 
shows the proportion of a list that 
must be taken in order to be accu- 
rate, and the amount that must be 
allowed for error or variation. 


Question No. 5—What is multiple 
testing? 


Answer: If you wanted to find out 
how grocers feel about your prod- 
ucts, you would be better off to get 
the opinion of two little grocers in- 
stead of one big grocer. The same 
reasoning applies when testing out 
letters on lists. Multiple testing is 
a method of dividing your tests so 
that your letters go to as many lists 
as possible. This helps you to 
eliminate the effect of list peculiari- 
ties. 


Question No. 6—How can a dozen 
factors be tested at one time? 


Answer: Actually they can’t. Each 
element you are testing must have 
only one variable. Supposing some- 
one came to you with an item that 
had never been sold before and you 
had to determine as soon as possible 
what kind of a proposition would 
work the best, what price would be 
best, what letter would pull the best, 
and which list would produce the 
most. You would start out by pick- 
ing the price that you think would 
work best, and the letter that you 
think would pull best. You decide 
that a combination of the third let- 
ter, with the small circular and the 
cut price, let’s say, would probably 
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be the best and that a charge offer 
is better than cash. All these items 
will then be in your control letter. 


Then you take this combination 
and test it out except for price. One 
group of your letters would go out 
at the top price offer, another group 
at the regular price and a third 
group at a cut price. Then you test 
out these prices on letters A, B, and 
C. You make sure that the three 
letters have the same circular, the 
same price, and the same offer. You 
carry on the same plan with regard 
to lists. Your old customers or ex- 
pirations can serve as your trial list. 


Question No. 7—How long are test 
results reliable? 


Answer: Nowadays if there has 
been no basic change in conditions 
or the product probably a year or 
more. In the old days a letter writ- 
ten twenty years ago would still be 
good. Postal Life, of Karsas City, 
was recently using successfully a 
letter written by them many years 
previously. Normally, the answer 
to this question depends upon 
changes in the _ product itself, 
changes in world conditions, changes 
in the news. If there has been no 
change, the results from a test a 
year ago would probably still stand. 


Question No. 8—Is pre-testing ac- 
curate? 


Answer: By this is meant getting 
the opinions of several experts in 
the organization. The answer is, 
No. It is generally easier to tell 
which are going to turn out to be 
the worst than the best. There 
seems to be no good formula to tell 
a good sales letter ahead of time. 


(Continued on Page 10) 
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When you want to know GO TO AN EXPERT 


WHEN YOU WANT to know what make of paper to buy for your 
office letterheads, our advice is simply: 


“Ask your printer—he knows paper.” 


He knows Rising’s reputation for craftsmanship. He should— 
for years we’ve been supplying expert printers with fine papers for 
every printing purpose. He can tell you better than we that 
Rising quality will add much to the prestige of your business 
message—and little, if anything, to its expense. 

Three grades: Rising Bond (25% rag), Rising Line Marque 
(25% rag), Finance Bond (50% rag), Rising Parchment (100% 
rag). Prices on a par with other quality papers. The Rising Paper 
Company, Housatonic, Mass. 





ASK YOUR PRINTER-—-HE KNOWS PAPER 











Question No. 9—How long is it 
before your test results can mean 
something ? 


Answer: Formerly you could 
check by the number received with- 
in five or six days after the first 
orders came in. Today there has 
been such a delay in the mails that 
you no longer can count on receiv- 
ing the 50 per cent you used to ob- 
tain within a given time. You must 
wait a little longer for your orders 
to come in than a year ago. 


Question No. 10—On a new prod- 
uct, what kind of list should be 
tested? 


Answer: Try some middle-of-the- 
road list. For example, if you are 
selling telescopes, ship captains 
might or might not be good pros- 
pects. But you know that anyone that 


bought something related to tele- 
scopes by mail should be a good 
prospect and that’s where your test 
should be made. 


Question No. 11—Where can a di- 
rect mail man get new lists? 


Answer: Watch the orders that 
come in. It is a good plan to have 
room on a card so that a man can 
identify himself. Also watch your 
territories. Or ask a broker. 


At the close of his talk Mr. Swartz 
invited questions from the floor. 
One of these was, “When should a 
man expect half of his orders to be 
in?” Mr. Swartz replied, “Old 
names on your expiration list should 
respond over a much longer period. 
As to new name lists today, about 
50 per cent of your orders should be 
in by the sixth day following re- 
ceipt of the first order.” 


Another question asked _ was, 
“How often would you mail to a 
specialized list during the year?” 
Mr. Swartz answered, “We have 
used lists as often as six times a 
year. In some cases we can repeat 
the same offer and the same letter 
six times. The only answer is to 
keep on mailing until the mailing 
no longer pays.” 


How about list deterioration, was 
another questicn. Mr. Swartz’s re- 
ply was that “the changes going on 
in lists are worse than you have 
imagined. Even business lists are 
worse. About six years ago we 
were mailing to real estate men and 
just to check up we took the names 
in two small towns and checked them 
over a period of two years. The 
change was more than 40 per cent 
during those years. Even lists 
mailed six months ago are still a 
long ways from being clean.” 





| WELCOMING NEWCOMERS. 
The Reporter has mentioned Gair’s 
of Redlands, California, several times 
before this. Again ... Mr. Gair 
has a good idea. He believes that 
certain wartime shifts of population 
will be permanent and this condi- 
tion affords an unusual opportunity 
for effective use of Direct Mail. He 
is running several advertisements in 
the Redlands newspapers, welcom- 
ing newcomers to the town. The 
advertisement is in the form of a 
letter . . . but part of the ad is de- 
voted to listing some of the na- 
tionally advertised merchandise (old 
friends) to be found in the store. 
The ads have been reprinted and 
whenever a newcomer is spotted, a 
copy of the advertisement is mailed 
to him. We believe that the copy 
in the letter is worthy of repro- 
duction, so we are giving it to you 
now: 


WELCOME— 
Newcomers to Redlands 


We Hope You'll Like Redlands 
As Much as We Do AND STAY! 


We're not on the Mayor’s Official 
Welcoming Committee, but we wish 
we were! Nevertheless, here’s our 
“Welcome.” 


Those of us who are permitted to 
call Redlands “home” are very proud 
of our kind of city. Leaving old friends 
has penalties, but after you become ac- 
quainted with the fine kind of people 
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living here and our civic institutions— 
the University of Redlands and its 
staff of educators, our churches and 
clergymen, Y.M.C.A., Y.W.C.A., our 
Bowl concerts and community sings, 
the Smiley library and Lincoln Shrine, 
our service clubs, Contemporary Club, 
our very efficient school system and 
teachers, our Community Hospital, 
and our outstanding representatives 
of the medical fraternity, our courte- 
ous and efficient police and fire de- 
partments—we know that you too will 
be proud to call Redlands “home.” And 
soon you'll be writing eastern friends 
that Redlands is the home of the finest 
eating California oranges, too! 


We believe you'll enjoy shopping in 
Redlands independent stores. You will 
recall that your independent store 
back home always stocked merchan- 
dise with the maker’s name on it— 
nationally-known brands that you 
bought with confidence. You’ll find in 
your Redlands independent merchant 
a new friend, eager to serve you ef- 
ficiently with old friends—the same 
brands you demanded back home—at 
the same prices... . (filled-in). 


Civic-minded citizens of America 
now realize that they can do their 
part to keep up national buying power 
and living standards by demanding 
standard quality merchandise with the 
maker’s name on it IN ANY STAND- 
ARD QUALITY STORE—merchandise 
made by makers proud enough of their 
preduct to insist their names are on 
it and who never have paid their em- 
ployees an un-American wage scale 
“TO GET THE PRICES DOWN” 
under competitors. 


You recali, too, that your indepen- 
dent merchant always has been a 


genuine Community Builder—his 
profits stay in his home town to help 
make it a better place in which to live. 
It is encouraging that in war-time 
America thinking citizens now realize 
that America will remain a country 
worth while fighting for if thousands 
of individual citizens owned their own 
stores and farms, keeping their profits 
where given, rather than having one 
corporation a thousand miles away 
owning and controlling thousands of 
stores and farms, continuously extract- 
ing profits from where they were given 
under absentee ownership. History 
proves that no man will fight as hard 
for his boarding house as for the busi- 
ness or farm which he actually owns, 
possesses, and manages. 


GAIR’S 


Being a_ locally-owned institution 
the profits from every transaction you 
give us—or OTHER LOCALLY- 
OWNED INSTITUTIONS—will _re- 
main in Redlands to help make your 
home town a better piace in which to 
live. 


_| ANOTHER MORALE BOOKLET. 
Recently we reported on the excel- 
lent morale building booklets avail- 
able through Appreciate America, 
130 North Wells Street, Chicago. 
Sydney Lavine, director, has just 
sent us their latest booklet—a most 
interesting one called “What D’ya 
Hear from the Mob?” It is a humor- 
ous and mythical conversation be- 
tween Hitler, Goebbels and Goering. 
Better write and get a copy. 
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[] CASE HISTORY OF PERSONAL- 
IZING. Here’s an interesting letter 
from John Plank, advertising man- 
ager of The Shelby Salesbook Com- 
pany, Shelby, Ohio: 


Reading in the May Report how you 
mortgaged the old homestead to pro- 
vide facilities for personalizing vari- 
ous mailing pieces prompts me to send 
you two examples of how we are per- 
sonalizing mailings. 


Henry Sheets, vice president of The 
Shelby Salesbook Company, has been 
a salesman for forty years and listed 
among our customers are organiza- 
tions who have done business with him 
25, 30, 35, and 40 years. He used to 
send them a small remembrance at 
Christmastime, but several years ago, 
switched to birthdays. 


Although a man receives many gifts 
at Christmas, he receives little recog- 
nition on his birthday. We figure that 
a man’s birthday is the one day in a 
year that he can call his own. Add to 
the pleasure of having his birthday 
remembered the additional enjoyment 
of having the gift sent to his home 
which builds him up before his family, 
who think to themselves “They must 
think a lot of Dad.” 


Well, anyway it has brought a 
closer relationship between us and our 
customer, and we believe that we 
can’t have too many friends. 


The orchid folder was used last year 
and has been replaced by the one 
showing the executive’s birthday on 
the calendar with his name printed 
on a miniature facsimile envelope. 
With the gift announcement folder 
goes a letter. 


Because the letters are so good, 
we are giving you copies of both 
the 1942 and 1943 messages. Hope 
you like them as well as we do. 


Letter No. 1 


During the period when the people 
of the entire world are engaged in 
deadly strife, we cannot overlook the 
importance of the Home. Home to 
every man, woman, and child is sanc- 
tuary—it is inviolate, it is refuge. 


Birthdays come and go. In the home 
their memories are cherished and be- 
cause of them we become better citi- 
zens, with higher aspirations for 
achievement. To me, birthdays mean 
the strengthening of human ties—the 
blending of hope and fear—with a 
firm resolve to make life happier and 
more cheerful than it was before. 


To you, on this Anniversary of your 
birth, my sincere greetings are given, 
with a hope that kindness and sym- 
pathy may more definitely pervade 
the whole human family. 
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Letter No. 2 


During this period of the nation’s 
peril-—birthdays have a greater sig- 
nificance than would be the case in 
normal times. Loved ones in the 
armed services of the nation, courting 
hourly danger, subjected to all the 
hazards of war, give us concern and 
fear. 


But, with all the exactions placed 
upon the nation, the morale of the 
home must be maintained or we fail 
miserably to achieve peace and hap- 
piness. How necessary it is today to 
strengthen the weak links in our lives 
and to make stronger the good things 
which we possess. 


After everything has been said, each 
human being wants to be well thought 
of by those who know him—whether 
we be rich or poor in money, high or 
low in the worldly position which we 
hold makes little difference. Kindness 
to one another, forbearance in our at- 
titude, courtesy and graciousness with 
deliberation in our decisions, go all 
the way to make our lives a living ex- 
ample of happiness. 


To you today, the anniversary of 
your birth, I wish for you and yours 
every conceivable happiness, with the 
thought uppermost that time will mel- 
low the hearts of all people to a bet- 
ter understanding of one another. 





°° BEAUTIFUL... 90 * 








RUGGED 





The swooning belles of the “nineties” are out of favor... today men 
prefer their women capable, as well as lovely. Especially in these times 
there is a need for capability. When you plan a booklet, manual or 
catalog, its cover, as always, must be attractive—but it must also be 
serviceable. For such a combination there is no other cover stock to 


compare with 


RROVYDON COVER 
"Tough asa Wippe” 


Here is a rugged stock available in a wide range of beautiful colors with 2 
handsome glossy ripple finish that defies soiling, resists moisture and stands up 
under long hard handling. It folds equally well across or with the grain, can be 
stitched, sewed, eyeletted or stapled successfully, and accepts readily any form 


of presswork including halftones. 


Ask your Printer or Paper Man for samples (KROYDON 
is nationally known) or write us direct at the mill. 
HOLYOKE CARD & PAPER CO., Springfield, Mass. 


Companion cover lines by ‘‘The Cover Paper Mill’’ 


TWILTEX LEATHERCRAFT 


DURATEX WOODTONE 











YOU 


DON'T HAVE TO BE CRAZY 


TO WORK HERE 


_.. BUT IT HELPS A 
HELL OF A LOT e 


The above appears on an attractive card, printed in red and black, 
distributed by the S. D. Warren Company of Boston, Massachusetts, as a 
sample of Warren’s Cumberland Dull Ivory Post Card stock. This reporter 
wrote for an adequate supply, which he is using to deposit on the desks 
of individuals on whom he calls both here in New York and Washington. 
Perhaps Elmer 8. Lipsett can spare you some. 





_| THE WAR CONFERENCE of the 
Advertising Federation of America 
was held June 28, 29 and 30 at the 
Waldorf-Astoria in New York City. 
The advertising weeklies have al- 
ready given you long reports on 
the speeches made. This reporter 
will not attempt to duplicate the 
fine coverage. There was a fair 
representation of secretaries and of- 
ficials of advertising clubs through- 
out. the country. In our opinion, 
many of the speakers at the general 
sessions were too inclined to use the 
AFA Convention as a_ political 
sounding board or as a grinding 
wheel for their own selfish axes. 
Our vote for the best speech at the 
general sessions goes to our friend 
C. B. Larrabee, editor of Printers’ 
Ink, who really took his gloves off 
and for the first time on an AFA 
Convention damned silliness and un- 
truthfulness in advertising. He ap- 
pealed to .the advertising fraternity 
to stop fighting critics and to go after 
the fellows in advertising who cause 
the critics to criticize. We say 
“hurrah” ... and that one speech 
made the AFA Wartime Conference 
a success ... for us. 


The Graphic Arts Victory Com- 
mittee-Direct Mail Advertising As- 
sociation sponsored meeting was held 
on Wednesday morning, June 30th. 
As usual, this department was bet- 
ter attended than others. Paul Bol- 
ton, formerly of the Office of De- 
fense Transportation, told about the 
successful work of the Graphic Arts 
Victory Committee in promoting 
conventions by mail. Herman Het- 
tinger, formerly of the University 
of Pennsylvania and now of the 
OWI in Washington, told about the 
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coming campaign to combat infla- 
tion and showed the preliminary 
dummy of the prospectus which will 
be printed and distributed to all 
advertisers. It’s a bang-up job. 


Harrison Sayre of Columbus 
(American Education Press) told 
how the various groups in Columbus 
are trying to make the campaign 
there a model for all the cities in 
the country; how the Advertising 
Club, the Graphic Arts Association 
and all civic groups are joining to- 
gether to get local advertisers to 
carry essential wartime messages in 
every printed piece. Stuart Seibert 
of the Office of Price Administration 
told about their printing problems 
and how they are asking the Graphic 
Arts Victory Committee to cooper- 
ate. Harry Porter, of Harris, Sey- 
bold, Potter, and Chairman of the 
Finance Committee of the GAVC, 
in the absence of Herman Wolf of 
WPB, told how the Graphic Arts 
Victory Committee is helping the 
War Production Drive Headquarters 
prepare for its poster display which 
will be shown around the country. 
Howard Hovde, formerly of the Uni- 
versity of Pennsylvania and now of 
the Department of Commerce, told 
about the planning and handling of 
small town business clinics and how 
the Direct Mail and Graphic Arts 
groups could help in_ post-war 
planning. 


It was a peculiar and inspiring 
meeting for the Direct Mail crowd. 
May VanderPyl of Detroit hit the 
nail on the head after the meeting 
was over. She reminisced about 
some of the old-time Direct Mail 
meetings at AFA Conventions ... 


how we were all interested in postal 
regulations and how this color of 
envelope pulled better than the other 
color of envelope; how a fill-in might 
be better than an impersonal head- 
line salutation. This year all that 
has changed, and this year the Di- 
rect Mail business has grown up. 
This year the Direct Mail and 
Graphic Arts Industries were con- 
cerning themselves with the prob- 
lems of war and of government and 
of how we could help ... even to 
the point of helping the other forms 
of advertising do a better job of 
helping to win the war on the home 
front. That, according to May 
VanderPyl, is a sign of growing up. 
And we agree. 


_|A PRINTING SURVEY. Herb 
Kaufman of the General Printing 
Ink Corporation, 100 Sixth Avenue, 
New York, has just completed a 
survey of wartime printing. A large 
number of American business ex- 
ecutives cooperated on this project 
and their opinions and experiences 
have been printed in an attractive 
16 page, 6” x 9” bookiet. It furnished 
a quick bird’s-eye view of what 
American industry is doing to help 
the war effort on the home front. 
You better get a copy by writing 
to Herb. 


_|ANOTHER GOLD REPORT. 
Sleuth Samuel E. Gold of the Lig- 
num Vitae Products Corp., Jersey 
City, New Jersey, again discovered 
a good Direct Mail article in a trade 
magazine. In the June issue of 
“Playthings,” in the model airplane 
section, there’s an excellent two page 
article on “How to Compile a Mail- 
ing List.” We can’t give you a sum- 
mary of it, but in case you are in- 
terested you should be able to ob- 
tain a copy. 


_|MAPS ...AND HOW TO UN- 
DERSTAND THEM, is the title of 
an interesting 32 page, 8%”x11” 
booklet issued by the Consolidated 
Vultee Aircraft Corporation, San 
Diego, California. It is really a text 
book on geography, but would make 
a valuable addition to your idea file 
on “good presentations.” 
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_|!ON THE DIRECT MAIL CRIM- 
INAL FRONT. This reporter at- 
tended several sessions of the third 
Viereck trial . . . now going on in 
Washingion. George Sylvester Vier- 
eck, aS you may remember, was the 
leading figure in the plot to use 
the Congressional Record and re- 
prints of the Congressional Record 
mailed under the free frank of va- 
rious members of Congress 

for Nazi propaganda. He was con- 
victed . . . oh, so very long ago. 
The Supreme Court overruled his 
conviction on a technicality. His 
second trial was started in Wash- 
ington early in June. After more 
than a week of legal shadow-box- 
ing, the judge declared a mistrial 
. . » again over a ridiculous legal 
technicality (but the judge was right 
because the _ technical violation 
might have caused another reversal 


if an appeal had gone to the Supreme 
Court). 


The third Viereck trial is now 
in full swing. Judging by the cau- 
tious court procedure, there will 
not be another mistrial, nor will 
there be any technical legal mis- 
takes which might cause a reversal. 
Viereck sits in his chair behind his 
thick-lens glasses grimacing at the 
jury and particularly at certain 
spectators in the courtroom. The 
trial is very unspectacular. The 
jurors nod their heads in sleepiness 
over the dull routine of bringing out 
point after point. Even the news- 
paper reporters are sleepy. Even 
this reporter gets sleepy and doesn’t 
get a thrill at the mention of cer- 
tain Congressmen and Senators who 
participated with Viereck in the 
prostitution of the free frank. 


But this is justice. This is dem- 
ocracy. 


In our three or four years of 
fighting against the misuse of the 
mails by the Nazi propagandists, we 
have learned a lot about the law and 
about democracy. We can look at 
smirking Viereck sitting in the court 
room without wanting to throw a 
knife or pull a gun. We realize 
that this government is trying to 
demonstrate that even a Viereck can 
receive fair treatment under the laws 
of this land. You and you and you 
and I are protected by these same 
laws. Eventually, if our side is right, 
Viereck will be convicted and sent 
to prison. Eventually the stooges 
in Congress who worked for Vier- 
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eck will be discredited and will lose 
their power. It all takes time... 
but time always wins. More than 
ever before, this reporter appreci- 
ates and reveres the letters carved 
in stone across the cornice of the 
building housing the Department of 
Justice in Washington . . “this 
is hallowed ground.” 


Therefore ... this is our advice 
to all the fine people who helped in 
the campaign to eliminate Nazi 
propaganda from the mail: don’t be 
discouraged at all the delay; keep 
on believing in the right cause. 
Slowly and surely in the democratic 
process, Viereck, Dilling, Dennett, 
Pelley, Winrod, de Aryan and all the 
rest of the tribe will get what’s 
coming to them. And of course let’s 
not forget Wheeler, Fish, Nye, Hoff- 
man, etc., etc., etc. 


(_]QUICK .. . THE SCISSORS. 
Here are items from Grey Matter 
(h.o. of Grey Advertising Agency, 
Inc., 166 West 32nd Street, New 
York City) we just can’t help pass- 
ing along. 


How To Hold Interest of Customers 
Who Can’t Buy— 


Every rifle, shotgun, etc., made to- 
day is going to armed forces. How, 
then, can company like Harrington & 
Richardson hold interest of its poten- 
tial post-war customers? Company 
decided effective means would be to 
supply timely facts to gun-hungry 
sportsmen—whose number is legion. 


Therefore, booklet has been issued for 
distribution by retailers that gives 
much-wanted details on new Reising 
Submachine Gun; outstanding small- 
arms development of war. Booklet 
runs to 48 pages. It is being gobbled 
up by men and youngsters who are 
avidly interested in guns. 


Time To Call Halt— 


In recent issue of national woman’s 
weekly we counted 18 advertisers each 
devoting major part of ad to explana- 
tion of fact that product is scarce or 
unavailable because of demands of our 
armed forces. In hardware trade 
paper, over 20% of all ads in one issue 
were on same subject. If ever adver- 
tising rut had been worn deep down 
into muck by over-use of one adver- 
tising theme, then here is star ex- 
ample. We estimate that so far this 
year at least 500 advertisers have 
teken space to exploit that same 
freme. Let’s give it decent burial. It’s 
worn to frazzle. 


Reporter’s Note: Amen. 
* 


JIF YOU ARE THINKING OF 
STARTING A NEW HOUSE MAGA- 
ZINE ... you had better write to 
Frank Gerhart of the Champion 
Paper & Fibre Company, Hamilton, 
Ohio, and get a copy of his fresh-off- 
the-press 16 page, 8%” x11” book- 
let, entitled “So You Want to Start 
a House Magazine.” It is a very 
good explanation of house maga- 
zines under wartime conditions. It 
lists twenty-two important questions 
which should be asked by any ex- 
ecutive who wishes to start a new 
house magazine. The answers are 
short, helpful and to the point. 





of manpower. 


successfully. 


Phone or write to— 





WAIT? 


Don't throw those Fall plans overboard for lack 


Let Ahrend's creative and productive facilities 
help you carry your direct mail campaign through 


D.H. AHREND CO. 


52 DUANE STREET, NEW YORK 7 
TELEPHONE: 


A COMPLETE DIRECT ADVERTISING AGENCY 


WORTH 2-5892 
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MORE ABOUT “THE NAME” CONTROVERSY 


Here’s an interesting and study-worthy reaction from Henry M. Ellis, 
Business and Sales Consultant, 475 Fifth Avenue, New York City... 
to the article asking about a new name for Direct Mail. 


Dear Henry: 


Back in the halcyon days of “ex- 
ecuting” in the trade association 
field a mutual friend caused me to 
write a text on Sales Management 
Procedure for the printing industry. 
(The only one of its kind avail- 
able to the industry. Free ad.) 
In that text I said of mail adver- 
tising: 


“As a sales promotion vehicle 
sales printing is without a peer in 
the field of substitute selling effort. 
Selective Direct Advertising, of all 
the group, is the only medium that 
can stand on its own feet and in an 
unaided manner do a complete job 
of selling. All the other forms de- 
pend upon some form of printing 
to conclude the sale.” 


Selective Direct Advertising is that 
class of mail selling wherein the 
user may exercise the power of 
choice over all elements of promo- 
tion procedure. Otherwise, the ef- 
fort is mass selling via the mails 
as a medium of distribution. 


Further on in the text I wrote: 


“The Sales Manager should have 
neither conscious nor unconscious 
prejudice against advertising as a 
tool of selling. Advertising is to 
sales what machinery is to produc- 


- cordingly. 


tion; a means to an end. And ad- 
vertising costs exercise the same re- 
lationship to sales and profits that 
selling costs do to the final price. 
If one—or both—is too high, in 
proportion to the gross value, then 
the seller must forego either the 
sale or the profit. Nevertheless, per- 
sonal salesmanship needs the con- 
tinuous support of printed sales- 
manship; therefore, the Sales Man- 
ager is vitally interested in a proper 
development of the printed sales- 
man. 


“In selling by the media of ad- 
vertising the Sales Manager is deal- 
ing with the mass mind. He is now 
concerned with the typical prospect 
rather than the specific, i.e., the in- 
dividual. However, in utilizing Selec- 
tive Direct Advertising as the me- 
dium whereby to reach present and 
prospective customers, he has the 
advantages which result from known 
readers and motives of purchase, 
and may continue to apply the spe- 
cific type of appeal as opposed to 
the general. On the other hand, 
where mass media is employed to 
sell both the present and the pros- 
pective customers, he has departed 
from the specific to the general, and 
his appeal must be governed ac- 
In this connection, we 
must keep in mind that the power of 


advertising is its ability to make 
people remember. Such power lies 
in the force of repetition, and this 
comes about through the ability of 
the copywriter to give his reader 
something tangible to either remem- 
ber or positive to act upon.” 


Enough of the text book but, that 
“new name” controversy is not likely 
to result in a decision until the 
basis of the discussion is more 
clearly established, viz: Are they 
talking about Selective Direct Ad- 
vertising or, are they discussing the 
use of the mails as a vehicle of dis- 
tribution for printed advertising 
matter to a mass market? 


There is, however, one advantage 
which could develop out of the dis- 
cussion: It should produce a tan- 
gible bit of direct thinking on the 
proper use of the media in question. 
It is not a “jack-of-all-trades,” you 
know. 


Yours for Selective Direct 
Advertising, 


HENRY M. ELLIS. 


Reporter’s Note: Henry Ellis has 
given you plenty to think about... 
excluding the kitchen stove. Let’s 
have some more controversy. 
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when you use DUO-POST 


Both reach your prospect at the same 
instant—best time for your sales letter to get across 
its selling punch. Ask for samples and prices. 


TENSION ENVELOPE CORPORATION 
345 HUDSON ST. NEW YORK CITY Telephone CANAL 6-1670 
Menviectoring plents et NEW YORK, KANSAS CITY, ST. LOUIS, DES MOINES and MINNEAPOLIS 
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CLASSIFIED ADS 





Rates, 50c a line—minimum space, 3 lines. 
Help and Situation Wanted Ads—25c per 
line—minmum space 4 lines. 





ADVERTISING AGENCIES 


TESTED IDEAS for newspaper, maga- 
zine, trade publication advertisers. Pub- 
lishers’ rates. Martin Advertising Agency, 
171P Madison Ave., New York. Est. 1923. 








EQUIPMENT 


SAVE HALF on Mimeographs, Multi- 
graphs, Typewriters. Write for list of 
other bargains. Pruitt, 69 Pruitt Bldg.., 
Chieago. 


MULTIGRAPHS, MIMEOGRAPHS, Fold- 
ing Machines and Attachments — Sold, 
Bought, Traded-In and Repaired. Write us 
your requirements. Chicago Ink Ribbon 
Co., 19 S. Wells St., Chicago, III. 











LETTERHEADS 


“EXCELLENT” says Printers Ink about 
“Letterhead Design and Manufacture,” by 
Fred Scheff, 225 pp. 8%xll. 125 Letter- 
heads. Mail $5.00 to Fredericks Co., 68 
Nassau St., N.Y.C. Money refund guarantee. 








MULTIGRAPHING SUPPLIES 


RIBBONS, INK AND SUPPLIES for the 
Multigraph, Dupligraph and Addressograph 
Machines. We specialize in the re-manu- 
facturing of used ribbons. Chicago Ink 
Ribbon Co., 19 S. Wells St., Chicago, Iil. 








| |] KEEPING IN TOUCH WITH THE 
BOYS. E. O. Jacob, Executive Di- 
rector of the Young Men’s Chris- 
tion Association, West Side Branch, 
> West 63rd Street, New York, sends 
us an excellent example of monthly 
house publication entitled “West 
Side Men” which devotes itself to 
the men in the armed services. 
Copies are sent to all former mem- 
bers who are now on the six con- 
tinents and the seven seas. The 
boys like to hear from the “Y” and 
they write back enough material to 
fill many house magazines. 


The best “Keeping in Touch With 
the Boys” piece of the month comes 
from Walt Disney Productions, Bur- 
bank, Calif. Ralph Parker is Editor 
of Vol. 1, No. 1. Of course, with 
the Disney art staff, a publication 
for the former employees now in 
the service should be a lulu. It’s 
filled with cartoons and illustrated 
items on what the gang at home is 
doing. The special section contain- 
ing Pin-Up pictures is being referred 
to George Kinter . . . with a loud 
Bronx cheer. 
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[])WHAT’S THIS ...A SELLING 
PIECE? Right in the middle of all 
printed pieces relating to war topics, 
we found a beautiful 8%”x11” 16 
page booklet just issued by the Clin- 
ton Carpet Company, Merchan- 
dise Mart, Chicago, manufacturers 
of Ozite Rug and Carpet Cushions. 
It is printed in blue, brown and 
black, with very few words and 
plenty of large illustrations. Just 
the kind of presentation needed in 
these days of necessarily quick read- 
ing. For a perfect sample to have 
in your idea file, try to get a copy. 


[|SPEAKING OF DOODLING 
(which we mentioned several times 
recently) ...M. D. Penney, sales 
promotion manager of Forbes Litho- 
graph Mfg. Company, Boston, Mas- 
sachusetts, sends us copy of a memo 
pad issued by that company three 
years ago ... with various doodles 
on the front cover and an inside 
caption reading—“‘how do _ you 
doodle?” A little bridge pencil is 
inserted in a die-cut slot and each 
page of the memo pad carries at 
the bottom a few doodles with these 
instructions under a_ line—“That 
you may keep your memo clean, 
if you must doodle doodle 
here.” 


Incidentally, if you want to see 
a beautiful “explaining the com- 
pany” booklet, try to get a copy of 
the Forbes 16 page, 8%” x11” book- 
let entitled “To Serve.” Explains 
how this company has served Ameri- 
can industry for eighty years. 


| |SUCH WASTE!!! Dick Faulkner 
of the International Paper Company, 
New York City, is all in a dither 
about unnecessary waste in mail- 
ing lists. He sends us three pieces 
of mail received recently from the 
Multiplex Display Fixture Company, 
St. Louis, Missouri. All addressed 
exactly the same way to the Ad- 
vertising Manager of the Interna- 
tional Paper Company, and all re- 
ceived in the same mail. Dick writes: 
“This is the stuff that burns me 
up and hurts Direct Mail, let alone 
cluttering the over-taxed post of- 
fices and trains.” 

















Dear Sir: 
Think of it! 
traveling bag for only $6.95. 


A genuine leather 


ARE YOU REACHING 
THE RIGHT PEOPLE? 


For your next mail promotion use a list 
of right people . . . people who are 
known to be buyers of products and ser- 
vices similar to your own. We don’t 
own lists but we do know where to get 
them . . . 2000 privately owned lists— 
more than 80 million names—are regis- 
tered with us and available on a rental 
basis. Cost is low—service is fast. Tell 
us the people you want to reach—we'll 
make suggestions without obligation. 


D-R SPECIAL LIST BUREAU 


(DIVISION OF DICKIE-RAYMOND, INC.) 


80 Broad Street Boston, Mass. 
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Direct Mail Ideas. 
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If You Like This Issue . . 


THE REPORTER. 17 East 42nd St., New York 17, N. Y. 
Fill out coupon. Paste on Post Card. We will bill you later. 
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_JHYSTERICAL PREDICTIONS. 
About a dozen readers of The Re- 
porter sent us clipping of Danton 
Walker’s recent syndicated column 
appearing in various newspapers. 
The one line which concerned them 
read: “Direct mail advertising firms 
will be the next to disappear be- 
cause of the alleged paper shortage.” 


We told all concerned individuals 
to file this item under the “View 
with Alarm Department.” (See page 
15, May issue.) We are sorry to 
say that some columnists pick up 
scraps of information which they 
interpret in their own peculiar way. 
Danton Walker’s item doesn’t make 
any sense. It would be just as 
sensible to say that newspapers 
would be the next to fold up be- 
cause of the alleged paper shortage. 
Newspapers have had a paper cut, 
and so have magazines, but they are 
still going. The Direct Mail people 
have not had any cut, but they may 
have. If they do get a cut, it won’t 
be any more serious than the cuts 
for newspapers and magazines. And 
the Direct Mail people can make ad- 
justments much more easily than 
some of the other branches of the 
printing and publishing industry. 
If a house magazine editor, for ex- 
ample, has to cut five or ten per 
cent of his previous volume, he can 
easily change the size or number 
of pages, or the weight of the paper. 


So, don’t worry about Danton 
Walker’s item, or any other hy- 
sterical predictions. Keep your shirt 
on and keep working on everything 
that’s: essential. 


|_| WATCH OUT FOR A GOOD EX- 
HIBIT. This is an advance tip that 
along about next October you will 
be hearing about an important meet- 
ing and exhibit at your local Ad- 
vertising Club or Industrial Adver- 
tising session. The WPB Produc- 
tion Drive Headquarters has invited 
all Labor Management Committees 
to submit plant posters which were 
created and produced locally, for 
the purpose of increasing produc- 
tion, reducing absenteeism, improv- 
ing safety or plant morale. WPB 
invited the GAVC to supervise the 
details of selecting the best posters, 
mounting them for exhibit, and ar- 
ranging for showings around the 
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country. The GAVC accepted the 
responsibility. Thousands of post- 
ers have been received at WPB head- 
quarters in Washington. The GAVC 
is now helping to select the best. All 
we can say now is that an advance 
inspection of the posters shows that 
they are a remarkable tribute to 
the ingenuity and workmanship of 
thousands of individuals around tne 
country, who are helping in the home 
front fight. The exhibit will be avail- 
able to Advertising Clubs and other 
groups shortly after Labor Day. 


And, speaking of posters . 
that’s a good 70 page, 8%” x11” 
booklet just issued by the National 
Association of Manufacturers, 14 
West 49th Street, New York City. 
It reproduces seventy excellent 
morale building war posters, chosen 
as truly representative of the war 
effort. The posters were chosen 
from approximately 1,000 submitted 
by 700 companies in the nation and 
were judged by a committee of three 
—non-members of the National As- 
sociation of Manufacturers. They 
were Frederick C. Kendall, editor 
of Advertising & Selling; Dr. Rob- 
ert Leslie, an executive of The Com- 
posing Room, Inc., and Tudor H. A. 
Tiedemann of Industrial Relations 
Counsellors, Inc. Copies of the book- 
let have been issued to 9,000 mem- 
bers of the NAM, and we understand 
that copies can be obtained by writ- 
ing to the Association at the above 
address. 


[] BY WHAT NAME? UM. Brown, 
business manager of Marketing 
(weekly newspaper for Canadian 
advertisers and sales executives), 
119 York Street, Toronto, sends us 
an interesting inquiry, as follows: 


We have tried for four years to ed- 
ucate national advertisers to refer to 
house organs as “company magazines” 
or “company publications”, Despite 
our best efforts and the efforts of 
many printers and producers, I find 
that nearly everybody still talks about 
house organs. 


Just for fun I kept track of the re- 
quests we had for the house organs 
list (the last one was published in 
1941) and with only five exceptions 
people have always referred to them 
as house organs—even the many of- 
fices of our Dominion Government. 


I thought it might be fun to check 
with you, since I believe that the Di- 
rect Mail Advertising Association went 
on record as approving the term “com- 
pany publication”. Would you just let 
me know if this is correct, and what 
view was taken? 


Is it your impressicn that these pub- 
lications are still called house organs 
by the majority of users in the United 
States? 


Our reply: 


Ever since I can remember, various 
people have been trying to change the 
term “house organ” to house maga- 
zine, or house publication. The cam- 
paign hasn’t been very successful and 
I think you are right in your analysis. 


People became accustomed to the 
words “house organ” and they still 
talk about them in that way, in spite 
of all attempts to change the name. 


All of which may go to show that 
the simplest and most easily under- 
stood terminology is the best to use. 


_|GEORGE KINTER, Editor and 
Publisher of Advertising Highlights, 
Pittsburgh (who continues to rib 
this reporter about our old con- 
troversy over sex in advertising), 
might be interested in learning that 
one of our crusades is just on the 
point of bearing fruit. We can’t 
spill the details as yet. But re- 
member our article of a year or so 
ago questioning why there should 
be any division between women’s and 
men’s advertising clubs? Why not 
just one club for all advertising peo- 
ple (both men and women) in each 
town? That suggestion fell on 
fertile ground in at least one city. 
The members of both the men’s 
and women’s advertising clubs are 
being ballotted. The men have al- 
ready voted for consolidation. The 
votes from the women are not yet 
all in, but early returns look favor- 
able. We’ll report on the results 
next month. 


|] A GOOD RUBBER STAMP is used 
by our friend, J. M. Grolimund, Ex- 
ecutive Vice President of H. & A. 
Selmer, Inc., Elkhart, Indiana. On 
the bottom of each letter, his secre- 
tary stamps slantwise (making it 
more noticeable) these words—“One 
Day Nearer to Victory.” 
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